INTRODUCTION
The fashion industry is a very dynamic industry. In this industry, especially the high fashion brand group, the investment spent aims to build an exclusive brand and has high prestige. According to Juggessur (2011) , fashion is part of one's social life that allows consumers to adjust to their social environment. The development of this fashion world has experienced a period of rapid revolution in Indonesia. These developments have made many people set up department stores. Fashion styles become a lifestyle for society. The demand for new goods from prestigious brands (blue chip brands) has increased rapidly from year to year, especially at the level of ecommerce. Last year, total transactions of branded goods rose 37% compared to the previous period, while total spending rose to 50%. The consumption trend of branded goods at fantastic prices was revealed in a report from the Asia luxury index 2016 reported by Reebonz, the largest online shopping site in Asia, particularly for the prestigious fashion product segment. Luxury fashion brands are associated with creativity, exclusivity, prime quality, innovation, and premium pricing, such as the Channel brand, Louis Vuitton, Burberry, and Prada which succeeded in having the top or nobility brand image. As quoted in (http://www.tentik.com), the following are the 10 most influential luxury fashion brands in the world, including in Indonesia, namely: Louis Vuitton, Gucci, Hermes, Prada, Rolex, Chanel, Cartier, Burberry, Fendi, and Coach.
The object discussed in this study is the luxury handbag brands. The luxury handbag brands were chosen as the object because luxury bags are the most favorite fashion products for women because the bag has a higher value than other fashion products. Bags from a signature collection can be a good investment because the price will still be good. While other fashion products such as shoes cannot have a high selling price because of past usage, size, and model factors, as quoted in (http://www.harpersbazaar.co.id).
Current research views satisfaction as a response to the evaluation process, especially satisfaction is seen as a result of consumer evaluation of the value that comes from the shopping experience. The research findings that still exist in shopping value and
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Keywords: Consumer's Perceived Value, Satisfaction, Loyalty, Customization, Luxury Brands satisfaction provide support for linking utilitarian spending values and hedonic shopping values to satisfaction (Babin & Darden 1994; Jones et al. 2006 ). Indeed, a positive relationship from utilitarian, hedonic, creative achievement, and social value on Satisfaction is found. H1a: Utilitarian value has a positive effect on Satisfaction Some researchers observed the effect of hedonic spending on satisfaction value at a level greater than the value of utilitarian spending (Babin & Darden 1994 ). This statement is also supported by statements from Merle et al. (2010) which found that Satisfaction is influenced by hedonic value. H1b: Hedonic value has a positive effect on Satisfaction Individuals experience self-expressiveness when they are involved in activities that are meaningful and self-determining which lead to the actualization of one's potential (Waterman, 1993) . Consumers with high levels of self-expression in shopping tend to experience positive influences and enjoyment when shopping. H1c: Self-expressive value has a positive effect on satisfaction.
The results of Alshibly (2015) conclude that social values have a significant influence on customer satisfaction. This empirical finding supports the opinion of Yen (2013) which states that social values have a significant influence on customer satisfaction. H1d: Social value has a positive effect on satisfaction.
The value of creative achievement refers to actual real-life creative achievements (Carson et al. 2005) and is generally assessed based on biographical actions. The research by Merle et al. (2010) scrutinizes that satisfaction is influenced by the creative achievement value. H1e: Creative achievement value has a positive effect on satisfaction
In the context of online retailing, Yoo & Park (2016) point out that satisfaction has a significant effect on loyalty intention. According to Tjiptono (2008:24) , the creation of satisfaction can provide several benefits including the harmonious relationship between the company and the consumers, which becomes the basis for repurchasing and creating customer loyalty and word of mouth recommendations that benefit the company. H2: Satisfaction with the customized product has a positive effect on loyalty.
RESEARCH METHODS
The data processing method used in this study was Structural Equation Modeling (SEM) using software Lisrel version 8.7. The sampling technique used was purposive sampling. The Measurement level and Scale used in this study were interval levels on a scale of 1 to 7. The results of the study can be seen in table 1. 
RESULTS AND DISCUSSIONS
The utilitarian value had no effect on the satisfaction of luxury brand consumers in Indonesia (H1a). The hedonic value had a positive effect on the satisfaction of luxury brand consumers in Indonesia (H1b). The self-expressive value had no effect on the satisfaction of c luxury brand consumers in Indonesia (H1c). The social value had a positive impact on the satisfaction of luxury brand consumers in Indonesia (H1d). Creative achievement value had a positive impact on the satisfaction of luxury brand consumers in Indonesia (H1e). Satisfaction had a positive impact on the loyalty of luxury brand consumers in Indonesia (H2).
CONCLUSION
This study only explores the relationship between consumer value and satisfaction for mass customization. But special factors that affect mass customization such as complexity, cost, and delivery time have not been integrated into this study. Subsequent research needs to look at consumer perception factors towards mass customization. Previous research conducted by Piller (2003) emphasized the use of mass customization as a strategy that enhances customer relations. When consumers and companies engage in co-design activities simultaneously, this can lead to long-term relationships. Therefore, further research needs to examine the effects of mass customization in the context of marketing relations.
